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The information revolution nowadays had rising the awareness of e-commerce 
adoption among companies all over the world. The style of doing business has 
change from traditional method into using the electronic media especially the 
internet. However this concept of marketing could not stand alone without 
active participation by consumers. Referring to this matter, this research paper 
is conducted to asses the readiness for e-commerce among Malaysian 
entrepreneurs and also consumer acceptance. There are several major 
challenges for entrepreneurs in Malaysia to adopt e-commerce which are also 
the obstacles for both entrepreneurs and consumers and these challenges will 
become to be research question. Previous studies have shown that the level of 
e-commerce adoption in Malaysia is still low. Thus, this qualitative research 
analyzes data from several academic journals, thesis and articles which are 
related to the research topic.         
 

























1.1 Background of the research  
 
World is getting shrinking with the invention of the entity called 
internet. Internet makes world becoming a global village where people 
are able to communicate anytime with anybody within this earth 
planet. Then, the existence of electronic commerce (e-commerce) 
introduces a new way of doing business and it’s brings a brighter 
future for entrepreneurs who dare to compete globally. It was expected 
that in the 21st century e-commerce would be a significant part of 
business. It is increasingly and widely accepted that it is important for 
business to adopt e-commerce application which provide a cost-
effective approach for organization to market business, launch new 
products, gather information and improve their communication. 
 
There are various perspectives of defining e-commerce. In this 
research paper, e-commerce defines by referring to three major 
elements: (1) Consumers who want to buy something or obtain 
services, and are willing to use electronic systems for fulfilling their 
needs or hopes. They are the users of e-commerce systems. We have 
focused on personal consumers who are single person and not 
organizational consumers like (businesses, government agencies or 
institutions) (Schiffman and Kanuk 2000, 8-9). (2) Enterprises selling 
the goods and offering the services via computer technology (e-
commerce). (3) Technology that is needed for making it possible to get 
goods and information at a distance (as buying online). Generally the 
technology used is the internet; however other digital technology is 
also possible, such as mobile phone or digital televisions. 
 
The government of Malaysia is playing an important role in the 
development of information communication technology. According to 
INNOPEAK Managing Director, Suzanna Shahari in the Convention 
of APEC Training Course on E-Trade & Supply Chain Management at 
Beijing (2006), government of Malaysia is upgrading and developing 
internet infrastructure by Multimedia Super Corridor (MSC) as a 
global test bed for the new roles of government, new cyber laws and 
guarantees, G2B and B2B collaborations, new broadcasting, education, 
delivery of healthcare and new technologies. The mission of MSC is to 
realize Malaysia as a global hub and preferred location for ICT, 
multimedia and services for innovation and operation. MSC is also 
focuses on several flagship applications such as smartcard, 
technopreneur development, e-business, R&D cluster, telehealth, 
electronic government and smart school. All these are the efforts of 
government to support the development of e-knowledge society 
especially e-business and e-commerce in this country. 
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With the rapid advancement of e-commerce in internet software and 
hardware and the infrastructure, the e-commerce is also becoming 
more and more popular. Many large corporations, small and medium 
companies and individuals are investing in the internet business. 
However, there are several obstacles to apply e-commerce in most 
developing countries. According to a study conducted by El-Gammal 
and Zaki, these obstacles mainly include limited communication and 
information infrastructure, lake of legal environment relevant to e-
commerce, and limited number of internet users and lack of familiarity 
with traditional forms of e-commerce such as telephone sales and 
credit card use. Developing countries have a number of major 
challenges to overcome before they can fully exploit the benefits and 
ready for e-commerce.  
 
A recent report from the Small and Medium-sized Industries 
Association of Malaysia shows that in late 2005 less than 5% of it’s 
members were involved in B2C business. It attributed the diminished 
enthusiasm to low demand for online products in Malaysia, concerns 
over Internet security, a low broadband penetration and the absence of 
local consumer-protection law (The Star Jun 13, 2006). All these 
factors are related to the obstacles from the study which has been done 
by El-Gamal and Zaki. In reality Malaysia is still facing with these 
obstacles and moving towards breaking down the hindrances. 
Government should put more awareness among society to use and 
exploit the internet for e-commerce benefits, as well as develops width 
broadband facilities for society. In addition of these, consumers need 
protection for every business transaction and the protection law must 
be well developed.        
 
Consumer is a critical factor for the successful of e-commerce in all 
countries. Consumer’s expectation and behaviours are shifting and 
smart firms are finding ways to respond to their new requirements to 
create significant competitive advantages. But the desire to buy online 
is not universal. Some consumers like to buy some products online, 
sometimes. Experiential products that consumers like to touch, try on 
or smell are more difficult to sell online. The previous observations 
give a clear lesson that consumers are looking for real value. If the 
online experience truly excels at delivering desired value, consumers 
will give it a try. Consumers rightfully demand ease of searching and 
shopping, reliable delivery, customer service and simple return 
policies. Many online retailers failed to deliver on these basic 
dimensions and were not able to create a repeat customer (Sarel and 
Marmorstein, 2002). 
 
A survey that done by Mohd Safar Hasim, Department of 
Communication, Universiti Kebangsaan Malaysia, shown that although 
majority of respondents know about e-commerce but only a small 
number actually purchased something on-line. One major reason for 
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this is secure payment and related to it is fear of cheating. It will be a 
step in the right direction to overcome this. This finding can be well 
supported by a new survey by the Malaysian Communication and 
Multimedia Commission (MCMC) which had been carried out at the 
middle of 2005. It is show that only 9.3% of internet users had 
purchased products or services through the Internet during the 
preceding three months. Among those who did so, airline tickets were 
the most popular items (43.8%) followed by books (15.6%) and music 
(6.8%). Amounts spent on these items were small, however, with 
57.7% of transactions worth less than RM500 (Economist Intelligence 
Unit, 2006). This is showed that although the numbers of internet users 
are increasing but they still do not have the confidence to purchase 
products or services online.   
 
In Malaysia, the e-commerce is in the middle phase of application. The 
government is strongly believed that the future of e-commerce is 
bright. Thus, this research paper will discuss more in-depth about the 
readiness for e-commerce among Malaysian entrepreneurs and also the 
consumers acceptance. Although quite a number of companies are 
having their own website and other online application such as ordering 
and payment systems, most of them are not fully functional. So it is 
important to see whether the obstacles will influence e-commerce 
readiness and acceptance among them, and the preparation to face this 
situation.  
   
1.2 Problem statement 
 
While many specialist view that e-commerce has many advantages for 
developing countries, these countries including Malaysia has a number 
of major challenges to overcome before they can fully exploit the 
benefits of e-commerce. These challenges include: 
 
1.2.1 Limited communication and information infrastructure. 
1.2.2 Lack of legal environment relevant to e-commerce which 
includes data protection, taxation, customs duties, security and 
authentication, electronic payment system, consumer 
protection, dispute resolution mechanism and intellectual 
property rights.  
1.2.3 Limited number of Internet users and lack of familiarity with 
traditional forms of e-commerce such as telephone sales and 
credit card use.  
(El-Gammal and Zaki) 
 
Malaysia National Strategic Directions Phase-2 (2004) had outlined 
four main e-commerce issues and challenges. All these challenges are 




1.2.4 Industry transformation - This is include e-commerce did not 
perceived as a major priority for the sector, concern about 
sharing commercially sensitive information over the internet, 
lack of e-commerce master plan at the sector level, and lack of 
standard protocols for data transmission.   
1.2.5 E-commerce training and skills - Companies itself do not 
understand the benefits, lack of skilled ICT workers, lack of 
ICT training, and inadequate number of technopreneurs. 
1.2.6 Financial support and incentives - The cost of implementation 
and transaction are too high, rapid changes in technology make 
it difficult to make investment decisions, and financial 
incentives need to be retained and improved where necessary.  
1.2.7 Infrastructure – telecommunication infrastructure perceived as 
unreliable, costly and slow. Electrical supply outages and 
surges in urban and rural areas, Internet penetration still low 
compared than global standard, bandwidth is not sufficient and 
payment gateways need to be further developed.  
 
(APEC Training Course on E-Trade and Supply Chain Management, 
2006) 
 
Referring to these challenges, researcher had found that these are all 
the problems to apply and maintaining e-commerce in most companies 
in Malaysia. Are all these issues can influence both entrepreneurs and 
consumers acceptation to adopt and applying e-commerce in their life? 
 
         
1.3 Objectives of the research 
 
The general purpose of this study is to asses the readiness of e-
commerce among Malaysian entrepreneurs and also consumer’s 
acceptance. The specific objectives are: 
 
1.3.1 To asses the level of readiness of the entrepreneurs towards 
applying e-commerce effectively in their business transaction. 
1.3.2 To evaluate the level of consumer’s acceptance towards using 
e-commerce in doing business transaction. 
1.3.3 To identify whether the challenges of e-commerce influence 











1.4 Research question 
 
1.4.1 Do the entrepreneurs in Malaysia ready enough to adopt and 
apply e-commerce effectively into their organization?  
1.4.2 Do the consumers have well understood about e-commerce and 
accept the using of e-commerce into their life routine? 
1.4.3 Are the challenges of e-commerce can influence the acceptance 
among both entrepreneurs and consumers?  
 
1.5 Significances of the research. 
 
This research paper has several significances for the future. They are: 
1.5.1 Can be a useful reference for any future researcher who willing 
to study more in-depth concerning to e-commerce adoption 
especially in Malaysia. 
1.5.2 Can make a comparison between Malaysian’s e-commerce 
acceptance and other countries especially developed countries.  
1.5.3 Can give additional motivation to government and other parties 
to increase efforts and support to gain society’s interest into e-
commerce. 
1.5.4 This research paper can be a reference for single person or 
group of people who dreams to set up e-commerce company 
and be a successful technopreneurs.   
 




This chapter will be focused into reviewing the existing researches that 
relate to the topic. Researcher will state the opinions and research 
findings from other researchers especially concerning to the challenges 
and issues for e-commerce and also consumer’s perception. The 
discussion about e-commerce can not ignore the role of users, who are, 
in the case of e-commerce, consumers. 
 
2.1.1 The obstacles, challenges and issues for e-commerce.   
 
The challenges and issues of e-commerce can be examined at different 
perspectives. There are intra-firm, inter-firm perspective and also 
global external perspective. The intra-firm may consider about 
technology access, availability of appropriate skills and top 
management commitment. While inter-firm may contains topography 
of the competition, nature of the supply chain, and the kinds of 
networks that define the environment. These issues can be categorize 
along four major dimensions namely economic, technological, social, 




Under the economic dimension there are cost justification, internet 
access, telecom infrastructure and skill shortage. While technical 
dimension contains security, reliability and protocols, bandwidth, and 
integration. Then social dimension includes privacy/security, cultural 
diversity, trust and absence of “touch/feel”. The last dimension is legal 
and this dimension contains Intellectual Property Right, legal validity 
of transactions, taxation issues and policing/regulation. (Bingi, Mir & 
Khamalah, 2000) 
 
According to El-Gammal and Zaki, the challenges for e-commerce 
among developing countries include the low level of economic 
development and small per-capita income, the limited skill base needed 
to build e-commerce service, the lake of legal environment relevant to 
e-commerce, the small number of Internet Users and the lack of 
familiarity with even traditional forms of electronic commerce such as 
telephone sales and credit card use. 
 
2.1.2 The usage level of e-commerce  
 
A survey done by OECD (1998) estimate indicate that the use of e-
commerce among SMEs in 1997 is highest for Finland with 42% of 
firm using the internet, followed by Italy (41%) and the United 
Kingdom (37%). In Finland e-commerce appears feasible in 75% of 
firms. The size of the firm seems to be a factor in use of electronic 
commerce, with, for instance, only 34% of small firms in Australia 
making use of the internet, compared with 65% of medium-sized firms. 
(Liew Voon Kiong, 2001) 
 
According to another survey done by Economist Intelligent Unit 
(2005), Malaysia ranked 35th out of 65 countries, with a score of 5.43 
out of 10. This survey measure how amenable a market is to Internet-
based opportunities. This represented a loss of two places from the 
previous year (when 64 countries were surveyed), its score dropped 
from 5.61. Malaysia ranked ahead of Thailand, Indonesia, India, and 
China but behind Singapore, Hong Kong, South Korea and Taiwan.  
 
Regional variations may also have an impact, with lower rates of 
research in more peripheral regions. Sectors making the most use of e-
commerce include business and financial services, transport and 
storage, tourism and export-oriented sectors. B2B e-commerce far 
exceeds B2C use. E-commerce in SMEs is well diffused as a means of 
communication and is beginning to be used for market development. 
Online transactions and payment are still in their infancy, limited by 
concerns about security, lack of familiarity, uncertainty about benefits 




To encourage Internet growth, government of Malaysia had established 
the Malaysian Communications and Multimedia Commission 
(MCMC) which charged with promoting and regulating the converging 
industries of broadcasting, telecommunications and online services. 
According to MCMC report at end 2005, 11 million Internet users up 
by 11% from 9.9 million a year earlier and representing more than 
40% of the population. The number of broadband subscribers nearly 
doubled in 2005 but this was from a very small base. There were 
490,630 subscriptions at end-2005, compared with 252500 a year 
earlier. However, the number of dial-up connections rose by 11.5% in 
2005 to 3.7 million by year-end. MCMC also report that six companies 
including the government-run Malaysia Institute of Microelectronics 
Systems (MIMOS) have licensed to operate as Internet service 
providers (ISPs). Though all ISPs offer broadband connections, the 
market still consists mainly of dial-up connections. (The Economist 
Intelligence Unit, 2006) 
 
2.1.3 Consumer’s acceptance and expectations. 
 
According to Tero and Tarja (2003), consumer’s problems and hopes 
in e-commerce can be categorized into five different factors: 
physicality, designing of e-commerce, usability of e-marketplace, trust, 
and information. When discuss about different between traditional 
commerce and e-commerce, the physicality is one of the biggest 
differences. Consumers cannot physically touch and handle products as 
they are used to doing in traditional commerce. The lack of physicality 
causes problems and worries for consumers, as Chen et al. describe: 
“the fact that I cannot see the actual products makes me think twice 
about using a virtual store” (Chen et al. 2002, 710). 
 
The main focus in the designing of e-commerce is the relationship 
between personality and information. E-commerce has to be designed 
in a way that all personalities are offered good and useful information. 
(Jahng et al. 2002). Jahng et al. also bring out that as technology has 
advanced, there are a number formats and media for representing 
product information in e-commerce environments, like text, table, 
graphic, static picture, 3D picture, movie clip and sound. According to 
Jahng et al. (2002) information and its presentation should be 
personalized for every individual consumer in e-commerce in the 
future. (Tero and Tarja, 2003). 
 
According to Tero and Tarja (2003), usability of e-marketplace can be 
categorized into three major factors which are ease-of-use, speed, and 
playfulness. While security and privacy are major factors associated 
with trust. Security is listed as the number one factor for designing 
successful online stores and also stated security as consumer’s biggest 
worry in e-commerce (Liu & Arnett,2000). Consumers are also afraid 
of their privacy in e-commerce, because they do not want someone 
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following and registering their doing nd navigation while they are 
shopping at an e-marketplace (Ranganathan & Ganapathy 2002). The 
situation is problematic, since enterprises need to register information 
about consumers for personalization. (Tero and Tarja, 2003).   
 
There are four factors that form the information section. The factors 
are need of information, search of information, usefulness of 
information, and disinformation. (Tero and Tarja, 2003). In e-
commerce consumers cannot look, touch, smell or taste products like 
they are used to doing in traditional commerce. These factors make it 
difficult for consumers to be convinced to the products or services they 
are buying or about a marketplace they are shopping. That is why 
consumers need more information in e-commerce than in traditional 
commerce.    
 
3.0 Research Method 
 
3.1 Introduction 
This chapter presents a description of research method such as research 
design, data collection, and data analysis. Researcher used a qualitative 
methodology which had been developed in the social sciences to 
enable researchers to study social and cultural phenomena (Myers, 
1997). The data is usually not in the form of numbers and known as 
secondary data.   
3.2 Research design. 
Qualitative research is an inductive approach, and its goal is to gain a 
deeper understanding of a person or group's experience. Data for this 
research paper had been collected from related articles, journals and 
also previous thesis.  
Researcher studied the view of entrepreneur’s readiness according to 
the challenges to adopt e-commerce, and also the consumer’s 
acceptance according to their problems and expectations to e-
commerce. In order to meet all these criteria, researcher has looking 
for the appropriate articles, journals and also previous research 
dissertation from which researcher hoped to find relevant articles. For 
reaching the commonly accepted view in the e-commerce, researcher 
chose high-quality, international and also national academic and 
business journals. These high-quality journals should give a good and 
comprehensive review about e-commerce studies during the past years.  
 
3.3 Data collection. 
All these gathered data generally known as secondary data. According 
to Churchill (1991), secondary data not only helps the researcher to 
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formulate and understand the research problems better, but also 
broaden the basis for which specific conclusion can be drawn.    
After gathering all the references, then researcher has to make data 
collection which relevant to the research objectives and research 
question. The data must be carefully selected and analyzed to make 
sure the entire findings will match and synchronize with the research 
objectives. The data will be divide into three groups, the first group is 
for the challenges for e-commerce, second group is for the 
entrepreneur’s readiness to adopt e-commerce and the third group is 
collection for consumer’s acceptance view. By grouping the data, then 
the next step which analyzing the data will be easier.  
 
3.4 Data analysis.  
 
After collecting the relevant data, researcher started to analyze the 
content more deeply to find the answers for research question and meet 
the research objectives. When researcher analyzed the articles, there 
were three questions that researcher tried to answer. The questions are: 
 
3.4.1) Do Malaysian entrepreneurs are ready enough to adopt and 
apply e-commerce effectively into their business? 
3.4.2) Do the consumers have well understood and accept the 
application of e-commerce? 
3.4.3) Are the challenges and obstacles for e-commerce can influence 
the acceptance both entrepreneurs and consumers? 
 
Researcher analyzed the articles by comparing the data between those 
articles. Then researcher will combined the most relevant data and 
make it synchronized to these research questions.  
 
4.0 Analysis and Results 
 
4.1 Do Malaysian entrepreneurs are ready enough to adopt and apply e-
commerce effectively into their business? 
 
In order to enter global market, Malaysian entrepreneurs especially for 
Small-Medium Enterprises (SME’s) must capitalize on high degree of 
customer and competitor connectivity and use of information 
technology. According to the article by Asleena Helmi, the 
development of Internet–based application to optimize interaction with 
customer and build market-share are identified as critical success 
factors. Besides that the article also showed that Malaysian 
entrepreneurs have a low amount of internal company, customer and 
competitor connectivity and use of information technology via the 
Internet and other networks. By using the Internet and the Web, they 
can move faster, low cost way to communicate with customers, 
suppliers and business partners. 
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According to the article by Mohd Amirul, there are several feedbacks 
from Malaysian entrepreneurs toward e-commerce. Some 
entrepreneurs found that e-commerce is not the way to deal with 
customers in their line of business. Most of them are also concerned 
that they would be losing by engaging in e-commerce, such as 
changing existing purchase and supply arrangements, particularly with 
their business partners that have served them well. Most of them are 
also believe that their customers may not want to buy their goods or 
services through the Internet. This perception is caused by two main 
reasons. The first reason is security concern where they do believe 
customers are not willing to provide their credit card details over the 
Internet. The second reason is customer preference for being able to 
actually touch, see or sample products they wanted to buy. 
 
Malaysian entrepreneurs especially among SME’s concerns about 
buying goods and services on the Internet. This is due to concerns 
about payment even though there is confidence with the use of 
electronic funds transfer and the automatic crediting of funds to 
nominated bank accounts. Another reason for this is concern about the 
quality, reliability and prompt delivery of goods and services ordered 
over the Internet. They are also concerns about the transition to e-
commerce that revolve around three main issues; cost and time, lack of 
skills, and lack of control over the process of migrating from 
conventional to e-commerce. Bingi, Mir and Khamalah (2000) have 
indicated that justifying the cost of e-commerce project is a huge 
challenge. They describe: 
 
“The cost of developing an e-commerce project is typically 
rather high. Further, mistakes due to lack of experience inflate 
these costs. While outsourcing is an option, the issues that need 
to be resolved before making that decision are not simple. Also 
when it comes to justification, traditional ways to access the 
returns are inadequate”. 
 
The article by Liew Voon Kiong (2001) indicated that the most 
frequently used of e-commerce applications among the entrepreneurs 
are displaying company information and the products or services 
offered and personalized email communications. The least used e-
commerce applications are the payment applications such as electronic 
fund transfer, online credit card processing, smart cards and prepaid 
cards. Consumers hesitate to disclose confidential data such as home 
address, social security number, and their credit card number over the 
Internet. A significant percentage of the general public does not 
believe that conducting business on the Internet is safe (GVU 10th User 
Survey, 1999). Many businesses also do not know how to protect 
themselves against crackers and hackers; many do not disclose 
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information about online attacks against them for fear of losing 
consumer confidence. (Bingi, Mir, and Khamalah, 2000). 
 
By looking to the pattern of result analysis, researcher had found that 
Malaysian entrepreneurs are not ready enough to apply e-commerce in 
their business effectively. As the Small and Medium Industries 
Development Corp (SMIDEC) estimates that only about 20% of 
Malaysia’s manufacturers have an online presence (Economist 
Intelligence Unit, 2006). Most of them are still do not have the strength 
to fully manipulate the information technology especially the Internet 
for their company’s benefits. From the data analysis we can see that 
there are several negative feedbacks from the entrepreneurs towards e-
commerce adoption due to the lack of confidence, fear and concerns 
about the implementation cost, fear of losing customers, lack of the 
information technology expertise, and also the partial use of e-
commerce application for those who already applied e-commerce into 
their business.  
 
4.2 Do the consumers have well understood and accept the application of 
e-commerce? 
 
Tero and Tarja (2003) studied the consumer’s problems and hopes in 
e-commerce which can be categorized into five factors. The factors are 
physicality, designing of e-commerce, usability of e-marketplace, trust, 
and information. When we think about differences between traditional 
commerce and e-commerce, the physicality is one of the biggest 
differences. In e-commerce consumers cannot see the sales person and 
that is why they have to form their opinion of the salesperson 
differently than in traditional commerce. Consumers are also cannot 
touch and handle the products as they are used to doing in traditional 
commerce. The lack of physicality causes problems and worries for 
consumers, as Chen et al. describe: “the fact that I cannot see the 
actual products makes me think twice about using a virtual store” 
(Chen et al. 2002, 710).   
 
Jahng et al. (2002) explain that e-commerce has to be design in a way 
that all personalities are offered good and useful information. As 
technology has advanced, there are numbers of format and media for 
representing product’s information in e-commerce environments like 
table, graphic, static picture, 3D picture, movie clip and sound. 
Information and its presentation should be personalized for every 
individual consumer in e-commerce in the future. (Jahng et al., 2002).      
 
According to the article by Tero and Tarja (2003), under the usability 
of e-marketplace, the factor for ease-of-use has a positive effect on 
consumers of e-commerce. Van der Heijden et al. (2003) explained 
through consumers’ use of marketplaces; they are not only used to 
purchase but also to learn about product and services. Consumers do 
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not always intend to purchase product or services, event though they 
perceived the e-marketplace as ease-of-use. Van der Heijden et al. 
describe: “a consumer may or may not purchase at a user-friendly e-
marketplace, but a consumer will definitely not purchase at a user-
unfriedly e-marketplace”. 
 
The fourth factor according to the article is trust. Trust can be consider 
as one of the major problems for worry with e-commerce. Previous 
studies also showed that trust is a crucial factor for e-commerce. Ba 
and Pavlou (2002) explain that one thing that highlights the meaning of 
trust in e-commerce is that a salesperson can quite easily offer 
misleading information to a consumer, because a consumer cannot 
actually see products, services, the marketplace or the salesperson. 
Gefen et al. (2003) show that trust has a positive influence on 
consumer’s attitude towards purchasing online. It is also show that 
ease-of-use has a positive effect on consumer’s trust.  
  
The last factor is information. When surfing the internet, consumers 
cannot look or smell or touch the real products, thus it is difficult for 
consumers to be convinced about the product or services they are 
buying. So the accurate and valuable information is needed to make 
sure that the consumers will be attracted to the products. Tero and 
Tarja (2003) mentioned that consumers need the most information 
about quality, as well as the marketplace trustworthy, when and how to 
get the preferred product, how to pay and how to return the product if 
there is disinformation about the product.  
 
Tero and Tarja also indicated that consumers need different 
information and that causes problems with the usefulness of 
information. Some would like to look at the picture of the product and 
some other consumers prefer to look for the graphic of the same 
product, so e-commerce sometimes cannot satisfy the need for each 
individual consumer. Disinformation is also a problem among 
consumers. Grover and Ramanlal put the disinformation problem as 
follow: 
 
“Different consumers could value the same information 
differently. This creates a problem in allowing market forces to 
assess the ‘true’ value of information”.      
(Grover and Ramanlal, 1999, 469) 
 
According to the analysis, researcher had found that these problems 
actually influence the acceptance for e-commerce among consumers. 
Most of consumers are still cannot adapt the changing concept of 
commerce. The lack of physicality, trust and lack of information are 
among the major problems which still remain shackle the consumers 
mind. After doing the analysis, researcher can say that Malaysian 
consumers still do not have well understood about the benefits of e-
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commerce. Worries and concerns drive to the low acceptance level 
among them. This is supported by the survey conducted by MCMC in 
the middle 2005 which show that only 9.3% of internet users had 
purchased products or services through the internet (Economist 
Intelligence Unit, 2006).   
 
4.3 Are the challenges and obstacles for e-commerce can influence the 
acceptance both entrepreneurs and consumers? 
 
According to the research paper by Mohd Amirul, there are several 
influencing factors of e-commerce adoption among Malaysian 
entrepreneurs. The first main influencing factor is business size. Major 
adopters of e-commerce tend to be larger companies, which have 
greater financial resource to devote to e-commerce solution, specialist 
employees dedicated to work on ICT and e-commerce. It is related to 
the underlined e-commerce challenges as mentioned earlier at the 
research question. Cost of implementation and transaction are too high, 
besides inadequate number of technopreneurs. These challenges have 
been proven from the analysis which can influence the acceptance of 
entrepreneurs to adopt e-commerce. 
 
The second influencing factor according to Mohd Amirul is business 
requirement. Some companies set a requirement that encourage 
communication through e-mail, therefore it has encourage other 
business to have Internet connection and move into online transaction 
such as online ordering, Internet banking transactions, and bill 
payment. This is related to the challenges; payment gateway need to be 
further developed and telecommunication infrastructure perceived as 
unreliable, costly and slow. Because of the costly and slow 
telecommunication facilities, the e-commerce application such as 
payment gateway cannot be well developed so this can brings an 
impact to adoption of e-commerce. Therefore these challenges also can 
influence the acceptance for e-commerce among entrepreneurs.  
 
The third influencing factor is business organization. The computer 
technology and e-commerce are adopted by businesses due to their 
strong influence of business structure and organization. The fourth 
factor is access to skills. This includes purchasing necessary expertise 
and develops the skills required. Both of the factors are exactly meet 
the challenges for e-commerce such as companies do not understand 
the benefits, lack of ICT training and lack of skilled ICT workers. 
These challenges also can affect the acceptance of e-commerce among 
entrepreneurs.  
 
According to Bingi, Mir and Khamalah (2000), the social dimension is 
one of the challenges to face global e-commerce. Social/cultural issues 
concerns with privacy and security on the Internet, the challenges of 
cultural diversity, inadequate trust, and the absence of a tactile medium 
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for online sales. Internet users have at one time or another declined to 
buy something online because of privacy concerns. Bingi, Mir and 
Khamalah explained that consumers continue to question whether e-
commerce offers sufficient safeguards that protect their privacy from 
being breached or their money from being stolen. This social 
dimension challenge can also influence the acceptance level among 
consumers. The worries and concerns to the security can avoid the 
consumers from put any trust to the e-commerce application.  
      
After doing the analysis to the influence factors according to references 
article, researcher found that the factors are related to the challenges 
for e-commerce which underlined by National E-commerce Strategic 
Directions Phase-2 (2004). Therefore the challenges and obstacles for 
e-commerce have the significant impacts to the acceptance of e-





The purpose for this research paper is to access the readiness for e-
commerce among Malaysian entrepreneurs and also consumer 
acceptance. To find the specific goals, the research had been narrowed 
into three objectives. The first objective is to access the level of 
readiness of the entrepreneurs towards applying e-commerce 
effectively into their business transaction. After gathering and 
analyzing the data, researcher can conclude that most of Malaysian 
entrepreneurs are not ready enough to apply e-commerce effectively. 
This is due to several main reasons such as low level of information 
technology application, concerns of security, customer preferences, 
concerns of technology transition which needs for skills and cost, and 
lack of control over the process of transition from traditional to 
electronic commerce. 
 
The second objective is to evaluate the level of consumer’s acceptance 
towards using e-commerce in doing business transaction. After doing 
the analysis, researcher concludes that Malaysian consumer have low 
level of acceptance towards using e-commerce in doing business 
transaction. Furthermore, the survey done by MCMC showed the small 
percentage of Internet users who buy something online. This is due to 
the lack of physicality, lack of information and untrustworthy toward 
e-commerce.  
 
The third and last objective is to identify whether the challenges of e-
commerce influence both entrepreneurs and consumer’s adoption 
toward e-commerce. According to the secondary data from several 
related articles, researcher has made a conclusion that there is a 
significant relationship between the challenges and acceptance level of 
e-commerce. El-Gammal and Zaki has outlined the challenges for e-
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commerce among developing countries including Malaysia. Then the 
challenges had been specified according to Malaysian perspective. The 
analysis showed that the challenges of e-commerce influence both 
entrepreneurs and consumer’s adoption toward e-commerce.  
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